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EXECUTIVE SUMMARY
 
This year, it had been found that there are at least one-hundred million active cell phone users in 
Bangladesh (Chowdhury, 2013). Simultaneously, statistics show that sixty-percent of the 
population does not have access to financial services (Islam, 2013). The existence of these two 
facts gives mobile banking a huge opportunity to bring its services to the masses.  
Airtel Bangladesh, one of the leading telecommunication companies in Bangladesh, has 
partnered with Dutch Bangla Bank Limited (DBBL) and is now providing mobile-banking 
facilities to its subscribers. At present, Airtel Bangladesh has over 6 million subscribers (Airtel 
Bangladesh, 2013), and is working towards building a strong foundation in its m-commerce 
function, to promote m-banking.  
In this report, I have first given details on the job responsibilities I have held during my 
Internship tenure. There are various tasks that I had, and how they have contributed to Airtel 
Bangladesh is also mentioned. 
Then, I have analyzed the processes of the m-commerce function and have brought to light the 
different scopes for improvement in the processes itself, which come under two sections: from 
the point of view of the job, and from my own research. 
The research part is more extensive, mainly covering a comparison analysis between the features 
in m-banking in Airtel-Bangladesh against that of Airtel –India, Airtel-Kenya and Airtel-Sierra 
Leone. Data has been taken from the websites of these countries, where Airtel operates. 
Completing my internship at Airtel Bangladesh has contributed to my learning also, which I have 
explained briefly. 
Finally, I have concluded that because Airtel Bangladesh does not have the best network 
coverage in Bangladesh, it should try to gain edge in its m-commerce activities. M-banking is 
has still not fully settled into Bangladesh, therefore, there is plenty Airtel can do in accordance 
with DBBL to win more of the market share. 
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CHAPTER 1 
INTRODUCTION 
Mobile commerce, m-commerce for short, is a relatively new concept in Bangladesh, and can be 
defined as the convergence of wireless communication technology with business activities. 
Simply put, m-commerce is the ability to make purchases or conduct financial transactions 
through a mobile phone, and it is said to be one of the most promising value-added services for 
mobile phones in today‟s times.  
M-commerce is more relevant for current times in Bangladesh since still only a small fraction of 
the population currently has either a bank account or a credit card.  
Mobile commerce is the extension of e-commerce (electronic commerce) which works within a 
mobile device using a mobile network infrastructure, whereas e-commerce is essentially based 
on websites. M-commerce is an emerging technology and it has numerous opportunities and 
challenges on its journey to become a mass product in Bangladesh. 
1.1 ORIGIN OF THE REPORT 
This internship report entitled “Analysis of the m-Commerce Function at Airtel Bangladesh 
Limited” has been prepared as the outcome of a 3-month internship at Airtel Bangladesh 
Limited, which is a prerequisite for the completion of the BBA curriculum of BRAC University. 
The topic was determined after discussion with the internship supervisor. This report has been 
submitted on October 15, 2013. Objectives 
1.2 OBJECTIVES  
Primary Objective: To fulfill the requirement of the internship program as part of the BBA 
curriculum of BRAC University. 
Secondary Objectives:  
 To get practical experience in the corporate field. 
 To give an overview of the typical responsibilities in the m-commerce function at Airtel 
Bangladesh Limited, from an Intern‟s point of view. 
 To analyze the processes and identify areas where improvement could be required. 
 To be able to propose some recommendations for improvement in the processes. 
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1.3 SCOPE 
For the analysis of the m-commerce function, I have only focused on the Airtel-DBBL 
partnership, although Airtel has several other partners, such as bKash, Mercantile Bank and 
Islamic Bank Bangladesh Limited. This is because I was not given the responsibility to carry out 
any tasks where the other partners would be concerned. Therefore, this report is strictly based on 
findings and analysis that has to do with the Airtel-DBBL partnership.  
Also, the 3G internet spectrum was not established during my tenure, so I have not mentioned 
that anywhere. 
1.4 LIMITATIONS 
 The information, especially regarding financials, is highly confidential in this industry. This 
is because the business model is based on the partnership between the banks and telecom 
operators. So, different terms of negotiations vary from operator to operator and so the 
scenario is highly competitive. As a result, I could not include any of the financial data in my 
report. 
 Since the business itself is quite new for Bangladesh, availability of secondary sources of 
information was very rare. So, most of the information had to be gathered on a first-hand 
basis.  
1.5 METHODOLOGY 
This report is mainly based on primary data due to scarcity of secondary data. 
Primary Source: 
 Face to face interview with the m-commerce team of Airtel Bangladesh Limited 
 Personal discussion with employees 
 Expert Opinion  
 Own Observation of the process 
Secondary Source: 
 Airtel Bangladesh Limited website 
 DBBL website 
 Website of Bharti Airtel and Airtel Africa (Kenya, Sierra Leone) 
 Online journals and websites  
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CHAPTER 2 
BACKGROUND OF THE TELECOMMUNICATIONS SECTOR OF BANGLADESH 
Bangladesh is a huge success story of mobile telecommunication industry. Telecommunication 
emerged around the world as a cheap, fast and efficient way to communicate with people 
everywhere. Its mobility and compactness along with low costs and ease of access have made 
this phenomenon spread across the globe at a tremendous speed. In Bangladesh, the technology 
first  entered the market with the liberalization of Bangladesh‟s telecommunications sector in 
1989 with the issuance of a license to a private operator for the provision of cellular mobile 
services to compete with the previous monopoly provider of telecommunications services the 
Bangladesh Telegraph and Telephone Board (BTTB). Now there are six telecom operators doing 
business in Bangladesh. These are: Grameenphone, Robi, Airtel, Banglalink, Citycell, and 
Teletalk. The majority shares of all these companies except Teletalk are held by multination 
telecom corporations. 
2.1 HISTORY OF THE TELECOM SECTOR IN BANGLADESH 
 
1989 : 
Sheba 
Telecom 
received 
license to 
operate 
exchange 
is 199 
upazilla.
1989 : 
Cellular 
mobile 
phone 
company 
Pacific 
Banglades
h 
Telephone 
Limited 
got 
license.
1996 : 
GrameenP
hone got 
cellular 
mobile 
Telephone 
license.
1996 : 
Telecom 
Malaysia 
Internation
al 
Bangladesh 
got cellular 
mobile 
license.
2004 : 
Teletalk 
cellular 
mobile 
launched.
2007 : 
Warid 
Telecom 
began 
operations
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2.2 BTRC-BANGLADESH TELECOMMUNICATIONS REGULATORY COMMISSION 
Bangladesh Telecommunication Regulatory Commission (BTRC) is an independent Commission 
established under the Bangladesh Telecommunication Act, 2001 (Act no. 18 of 2001) published 
by the Parliament in the Bangladesh Gazette, extraordinary issue of April 16, 2001. BTRC 
started functioning from January 31, 2002. 
The Bangladesh Telecommunication Act, 2001 has defined the BTRC objectives as follows:  
i. To encourage the orderly development of a telecommunication system that enhances and 
strengthens the social and economic welfare of Bangladesh; 
ii. To ensure, in keeping with the prevalent social and economic realities of Bangladesh, 
access to reliable, reasonably priced and modern telecommunication services and 
internet-services for the greatest number of people, as far as practicable; 
iii. To ensure the efficiency of the national telecommunication system and its capability to 
compete in both the national and International spheres; 
iv.  To prevent and abolish discrimination in providing telecommunication services, to 
progressively effect reliance on competitive and market oriented system, and in keeping 
with these objectives, to ensure effective control of the Commission; 
v.  To encourage the introduction of new services and to create a favorable atmosphere for 
the local and foreign investors who intend to invest in the telecommunication sector in 
Bangladesh. 
 
This governing body of the telecom sector in Bangladesh plays a huge role in its operations and 
regulations. The BTRC not only provides the guidelines for the telecom companies to follow, it 
also enforces these regulations and ensures the sector operates smoothly. This has both positive 
and negative effects on companies; 
 
 Positive effects that the BTRC has on the sector include a licensing and regulation 
procedure that increases the barriers to entry and limits competition, a level of 
standardization that makes the market a more level playing field for those involved and 
solving of any disputes or complaints between and among operators. 
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 Negative effects of the BTRC regulations on companies in the sector include high fees 
paid to BTRC for licensing and as a percentage of revenue earned, implementation of 
rules like post activation which increase difficulty in providing service to customers and 
delaying and auctioning of new technology such as 3G.  
2.3 THE TELECOM OPERATORS IN BANGLADESH 
There are 6 mobile phone operators in Bangladesh. These are: 
1. Airtel Bangladesh Ltd. Branded as Airtel, formerly known as Warid Telecom 
2. Grameenphone/Telenor Bangladesh Ltd.: Branded as Grameenphone 
3. Vimplecom Ltd.: Branded as Banglalink 
4. Pacific Bangladesh Telephone Ltd.: Branded as Citycell 
5. Axiata Bangladesh Ltd: Branded as Robi 
6. Teletalk Bangladesh Ltd.: Branded as Teletalk 
 
Operator 
Number of Subscribers (in 
millions) 
% 
Grameenphone Ltd. (GP) 42.372 41.9% 
Orascom Telecom Bangladesh Limited 
(Banglalink) 
26.309 26.0% 
Robi Axiata Limited (Robi) 21.697 21.4% 
Airtel Bangladesh Limited (Airtel) 7.557 7.5% 
Pacific Bangladesh Telecom Limited 
(Citycell) 
1.425 1.4% 
Teletalk Bangladesh Ltd. (Teletalk) 1.844 1.8% 
Total  101.205 100 
Mobile Penetration 66.4% 
 
Source: http://en.wikipedia.org/wiki/Telecommunications_in_Bangladesh 
 
The table above shows that Grameenphone is the market leader, in terms of subscribers, with 
over 40% of the market share. Airtel is fourth on the list, with 7.5% of the total subscriber base. 
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CHAPTER 3 
THE ORGANIZATION: AIRTEL BANGLADESH LIMITED 
Airtel Bangladesh Ltd. is a GSM-based telecom operator in Bangladesh. Till date, Airtel is the 
sixth mobile phone operator to enter the Bangladesh industry, the others being Grameenphone, 
Banglalink, Citycell, Teletalk and Robi. It had initially commenced commercial operations under 
the brand name of "Warid Telecom", starting from May 10, 2007. In 2010, Warid Telecom 
International LLC, an Abu Dhabi based association, sold a majority 70% stake in the company to 
India's Bharti Airtel Limited for US$300 million and the remaining 30% in 2013. Bharti Airtel 
Limited took management control of the company and its board, rebranding the company's 
services under its own Airtel name from December 20, 2010. The BRTC approved the deal on 
Jan 4, 2010.  
Bharti Airtel Limited, the parent group, is a leading global telecommunications company with 
operations in 20 countries across Asia and Africa, with headquarters in New Delhi, India. The 
company ranks amongst the top 4 mobile service providers, globally, in terms of subscribers.  
In India, the company's product offerings include 2G, 3G and 4G wireless services, mobile 
commerce, fixed line services, high speed DSL broadband, IPTV, DTH, enterprise services 
including national & international long distance services to carriers. In the rest of the 
geographies, it offers 2G, 3G wireless services and mobile commerce. Bharti Airtel had over 269 
million customers across its operations at the end of March 2013. 
Bharti Airtel was established in July 07, 1995, as a Public Limited Company. In January 2010, 
Bharti Airtel Limited, Asia‟s leading integrated telecom services provider, acquired 70% stake in 
Warid Telecom, Bangladesh, a subsidiary of the UAE-based Abu Dhabi Group (Bharti Airtel, 
2012). 
Bharti Airtel has made a fresh investment of USD 300 million to rapidly expand the operations 
of Warid Telecom and have management and board control of the company. This is the largest 
investment in Bangladesh by an Indian company. Warid Group continued as a strategic partner 
retaining 30% shareholding and has its nominees on the Board of the Company until May, 2013 
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when Airtel bought the remaining stakes. Now Bharti Airtel possesses 100% ownership of Airtel 
Bangladesh Ltd. 
3.1 THE TRANSITION FROM WARID TO AIRTEL 
 
 
 
 
 In December 2005, Warid Telecom International LLC paid US$ 50 million to obtain a GSM 
license from the BTRC and became the sixth mobile phone operator in Bangladesh. 
 In a press conference on August 17, 2006, Warid announced that its network would be 
activated two months ahead of schedule, in October, 2006. Again in October, 2006 Warid 
Telecom put off the launch of its cell phone services in Bangladesh until April, 2007 after its 
major supplier Nokia walked out on an agreement over a payment dispute. 
 Warid had a soft launch at the end of January 2007. It gave away complimentary 
subscriptions among a selected group of individuals, whose job was to make 'test calls' and 
the operator adjusted its network's quality based on their comments. 
 On May 9, 2007, Warid in an advertisement in some daily newspaper stated that it would be 
launching publicly on May 10, 2007. However, neither call rate nor any package details were 
revealed. The advertisement included an announcement for the people interested to buy 
Warid connections to bring the documents like ID card, etc., to the designated franchise and 
customer care centers. 
 On October 1, 2007, Warid Telecom expanded its network to five more districts raising total 
number of districts under Warid coverage to 56, said a press release. Mymensingh, Jamalpur, 
Sherpur, Rajbari and Narail towns were covered by Warid network. 
 On November 10, 2007, 61 districts under Warid network coverage. 
Logo of Warid Telecom 
2005 
Logo of Airtel 
2010 
 8 
 
 On June 10, 2008, Warid Telecom expanded its network to 3 more districts Bandarban, 
Khagrachhari and Rangamati. Now all 64 districts of Bangladesh are under Warid network 
coverage meaning Warid Telecom now has nationwide coverage. 
 On December 20, 2010, Warid Telecom was rebranded to Airtel. 
 On December 21, 2011, Airtel Bangladesh launched "Airtel Circle of Friends", the first ever 
Interactive Commercial of Airtel in Bangladesh. 
3.2 AIRTEL BANGLADESH LTD. AT A GLANCE 
(taken from Wikipedia, 2013) 
 “Type: Private  
 Industry: Telecommunication  
 Founded: December 1, 2010 (Registration date)  
 Headquarters: House 34, Road 19/A, Banani, Dhaka 1213, Bangladesh  
 Key people: Chris Tobit (Chief Executive Officer), Rajnish Kaul (Chief Operating Officer), 
SK Mukhopadhyay (Chief Finance Officer), Rubaba Dowla (Chief Service Officer), Noor 
Muhammad (Chief HR officer),   
 Products: Telephony, mobile telephony  
 Total subscriber: 6.538 million (April 2012) 
 Revenue: 117.213 billion (US$2.34 billion) (2010) 
 Operating income: 21.771 billion (US$434.33 million) (2010) 
 Net income: 18.282 billion (US$364.73 million) (2010)  
 Total assets: 856.142 billion (US$17.08 billion) (2010) 
 Total equity: 502.603 billion (US$10.03 billion) (2010) 
 All figures include Bangladesh, India and Sri Lanka operations  
 Parent: Bharti Airtel [previously: Warid Telecom] 
 Website: http://www.bd.airtel.com” 
Airtel is the 4th largest operator in the world (Bharti Airtel, 2012), after China Mobile, Vodafone 
Group and America Movil Group, with operations in 21 countries in Asia and Africa. In 
Bangladesh, Airtel started its journey just two & a half years back and they have already made a 
mark. Some of the notable features of Airtel Bangladesh Limited are: 
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Information 
Technology
Corporate 
Affairs
Finance Marketing
Legal & 
Secretarial
CEO Office
Corporate 
Assurance 
Group
 The fastest growing Mobile operator of Bangladesh 
 The recent advent of 3G enabled network ensures a much faster internet speed  
 The most preferred Brand of the Youth  
 “Airtel Buzz”, the official Facebook page of Airtel, ranks number one amongst all 
corporate Facebook pages  in Bangladesh 
 One of the most innovative Brands in Value Added Services (VAS) 
 The unique "Doorstep Service" has taken it a step closer to the customers   
 Pioneer in Customized Network solutions for Corporate Customers 
Airtel believes it has differentiated itself from others through its sense of pride & ownership to 
the brand. It empowers the employees to take decisions, with a 'Can-do' attitude and helps them 
to learn and grow rapidly. 
3.3 ORGANIZATIONAL STRUCTURE 
A total 12 functions combine Airtel Bangladesh Limited workforce. These are: 
 
 
 
 
1. Customer Service 
Customer service is a key function in Airtel as it deals with analyzing and improving the 
customer experience, which is the core reason for the existence of any company. The sub-
Functions
Customer 
Service
Supply Chain 
Management
Network
Operational 
Excellence
Human 
Resources & 
Administratio
n
Sales
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functions are based mainly on different points and divisions where customers may interact with 
the brand and the company.  
2. Supply Chain Management 
The SCM function is responsible for sourcing and distributing all major items that are needed for 
the operations and maintenance of the organization. The different departments deal with finding, 
buying, negotiating, bringing the items to Bangladesh, managing them through the entire 
process, keeping inventory, storing and transporting the items and finally disposing and recycling 
them. The site acquisition and estate management department is under SCM in Airtel although 
this is not the case in other telecom sector. The performance of this function has been above par 
with 1800+ sites secured in 2011 and 1000+ in 2012. 
 
3. Network 
Network is a very small function of Airtel as its network is mostly managed by 3
rd
-party vendors, 
namely Ericsson and Huawei. The Airtel network team mainly monitors these partners and also 
Supply Chain 
Management 
(SCM)
Procurement
Logistics, 
Warehousing & 
Inventory
Customs and 
Clearance
Site Acquisition & 
Estate 
Management
Customer 
Service
Contact 
Experience
Zonal 
Experience
Service 
Experience
Service Quality
Corporate and 
Platinum 
Service 
Experience
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plays an important role in network planning. The Network function of Airtel is immensely 
valued and praised within the company for their vast expansion of network after takeover from 
Warid Telecom. 
 
4. Operational Excellence 
Operational excellence works to continuously improve the operations of the business. It focuses 
on using the six sigma approach to achieve customer satisfaction and business excellence 
through systematic problem solving methodology. The aim is to identify and reduce the process 
variation to achieve optimized process output. The process follows the following steps: define, 
measure, analyze, improve and control. A number of STRAP or strategic projects are run in 
various departments throughout the year and awards are given to the team that achieves the most 
in the time period. Some of the important things that are measure and researched by the OM 
function are: Customer Satisfaction Management Matrix – CSMM, Brand Health Track – BHT, 
Retailer Effectiveness Index – REI. 
 
 
 
 
 
 
 
Network
Network 
Planning & 
Rollout
Network 
Operations
Radio Network Transmission Core Network
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OE
STRAP MnR
CSMM
BNT
REI
Process
Developement
Control
Knowledge 
management
MOE (Market 
Operations 
Excellence)
 
5. Human Resources & Administration 
HR & Admin is one of the most important functions of any organization. At Airtel, the CHRO 
heads both HR and Administration. They look after all the personnel and logistics of all Airtel 
establishments throughout Bangladesh. 
 
 
HR & Admisnistration
HR operations
Talent Acquisition 
and Management
Compensation 
Management
Administration
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6. Sales and Distribution 
Sales & distribution is the largest team of Airtel. Distribution is a central team providing support 
to the sales force, which is spread all around Bangladesh. The sales function is geographically 
divided into 5 zones and 15 areas. The zones are managed by Zonal Business Managers wo look 
after all the activities of Airtel in their respective zones. 
 
 
 
7. Information Technology 
The information technology requirements of Airtel are taken care of by IBM. Airtel‟s own IT 
team monitors and coordinates with IBM. 
 
8. Corporate Affairs 
Corporate Affairs is a small function, which maintains relations with the regulatory authorities 
and other important Government bodies. They also make sure that the organization is operating 
within the boundaries of law as set by the Government. 
Sales
Bogra
Network 
Operations
Dhaka South Khulna Chittagong
Distribution
Sales Operation Trade Marketing
Alternative 
Channel
IT
IT Infra and 
Services
Internal 
Systems 
BSS and 
Billing
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9. Finance 
Finance is a controlling and monitoring function in a telecommunication company. The most 
important job of finance is to ensure the availability of funds to the company for its day-to-day 
need. They make the budget of the organization and make adjustments to it if required. Any new 
product or service offered by Airtel has to be approved by the finance function to ensure that 
they make a viable business case. They also take care of the tax liabilities of the company. 
 
Corporate Affairs
Government 
Relations
Regulatroy  
Affairs and 
Interconnections
Finance
Business 
Planning and 
Analysis
Budget and 
Planning
DSS
Financial 
Reporting
Channel 
Accounting
Payables
Fixed Assets
Revenue 
Accounting
Taxation
Revenue 
Assurance
Treasury
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10. Marketing 
Marketing is the revenue driver function of Airtel. In an industry like telecommunication in 
Bangladesh, it is the most important and challenging function. Marketing ensures that more and 
more subscribers come on on-board the network of Airtel. It looks after the brand “Airtel” by 
making sure it is properly communicated to the customers. At the same time, it designs new 
products and services according to the needs of customers. They also design different value 
added services (VAS) for the convenience of the customers. It is also the job of the marketing 
department to keep an eye open for the strategies of the competitors and devise responses to 
those. They understand the different geographical and social diversity of the country and design 
products and packages to suit the varying needs of the customers. 
 
11. Legal & Secretarial 
This function looks after the legal aspects of Airtel‟s operations. It assists it writing and 
approving all the contracts that Airtel get into. It also provides legal support to Airtel if any 
dispute arises. 
12. CEO Office and Corporate Assurance Group 
This function works mainly for the decision making support of the CEO and COO. They 
generate various reports and circulated them within the organization according to business needs. 
Marketing
Acquisition
Usage and 
Retention
Internation
al roaming
VAS Marcomm
Business 
Intelligence
Revenue 
Planning
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3.4 SWOT ANALYSIS FOR AIRTEL BANGLADESH LIMITED
 
  
Strengths
•Global brand image
•Established 
management
•Low call tariff
•Product availability
•Product 
segmentation for 
different type of 
customers
•Dedicated and 
customer oriented 
employees
Weaknesses
•Limited coverage
•Unstable network 
quality
•Poor distribution 
channel in rural areas
•Poor Edge/GPRS 
service
•Lack of 
communication 
among departments
Opportunities
•Adopting 3G, Wi-Max 
technology 
•Rural market and 
corporate customers
•Increasing number of 
active cell phone 
users
Threats
•Retention of 
customers
•Better quality 
serviceprovided by 
other telecom 
companies, especially 
network coverage
•Price wars with 
competitors
•Government 
regulations and 
political instability
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CHAPTER 4 
THE M-COMMERCE FUNCTION 
4.1 REACHING OUT TO THE UNBANKED 
A majority of the population of Bangladesh is seen without having access to any financial 
services due to poverty and a lack of education/awareness. This means, a big chunk of the 
population does not have a conventional bank account, and so, can be said to be excluded from 
gaining the benefits of having a bank account. The main and foremost advantage of owning a 
bank account is having your hard-earned money safely stored, and so, there are many people in 
Bangladesh who may be said to be vulnerable when it comes to the safety of their money. 
Dutch Bangla Bank (DBBL), on March 31, 2011, created a model to take advantage of this gap 
that existed. This bank-led model was made to focus on the basic banking needs of the unbanked 
population and focused on using the cell phone as the main tool to connect the unbanked with 
financial services. 
The telecom operators in Bangladesh, namely, Airtel Bangladesh, Grameenphone, and 
Banglalink, are all partners of DBBL in its mobile banking venture.  
Therefore, Airtel, through DBBL, is being able to promote banking facilities to the unbanked to 
all its subscribers, and its m-commerce function is responsible of handling all related activities. 
4.2 M-COMMERCE: AN EMERGING TREND  
M-commerce or mobile commerce is the buying-and-selling using the mobile technology, such 
as the mobile handset. Airtel launched the m-banking facility in collaboration with Dutch Bangla 
Bank in August, 2012.  
The establishment of mobile banking has created a process to provide financial services to the 
unbanked communities, and is also termed as branchless banking. This process is very efficient, 
and has a number of benefits, such as: 
 Real time online banking, available anytime, anywhere throughout Bangladesh; 
 Affordable way to access banking and advanced payment transactions; 
 A convenient and secure method to send money; 
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 An effective way to help in developing savings habit. 
4.3 SERVICES AND FEATURES 
The Airtel-DBBL agreement in terms of mobile banking offers various services, which include:  
 Customer Registration 
 Cash-in (cash deposit) 
 Cash-out (cash withdrawal) 
 Mobile Top-up 
 Person to Person Transfer (P2P) 
 Foreign Remittance 
 Salary Disbursement 
 Balance Inquiry 
 Bill Payment 
 
Some of the features that make mobile-banking very easy-to-use and very convenient are listed 
below: 
 To register for a mobile wallet, or a mobile account, only a form needs to be filled, and 
the account holder needs to bring in a passport-sized photograph and his/her National ID 
(or any other ID with photo evidence). 
 The account number is very easy to remember, as it is simply the account holder‟s mobile 
number with an additional check digit for security. For example, a mobile account 
number can be 012334455663, where 3 is the check digit. There is also a secret 4-digit 
PIN number for added security. 
 Any type of mobile handset can be used for mobile banking. 
 Customer can open a mobile account with an initial deposit of a very affordable price of 
BDT 100/- only. 
 Money can be deposited immediately after registration.  
 Cash-in and cash-out is very simple. For cash-in, any DBBL branch or DBBL-nominated 
agent can be used. For cash-out, any ATM of DBBL can be used. 
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4.4 ACHIEVEMENTS AND AGREEMENTS 
Till now, some of the notable agreements between Airtel-DBBL with third-party organizations 
are as follows: 
 June, 2012 with Bipoti Group: Employees of Bitopi Group will be receiving their 
monthly salaries via Airtel mobile banking with DBBL.  
 February, 2013 with Fakir Fashion Limited: Employees of Fakir Fashion Limited will 
receive their monthly salaries directly into their Airtel-DBBL Mobile Banking Accounts.  
 April, 2013, with JAAGO Foundation: Persons with An Airtel connection and with the 
DBBL mobile banking account can donate money to JAAGO foundation from the mobile 
wallet, without being charged. JAAGO Foundation will spend the money for education of 
the underprivileged children of the society. 
 July, 2013 with ACI Logistics Limited: Airtel subscribers can pay for their shopping at 
40 outlets of Shwapno, the retail chain in the country under ACI. 
 August, 2013, with UNDP‟s A2I Programme: An MoU was signed among Local 
Government Division, UNDP-supported Access to Information (A2I) Programme of the 
Prime Minister's Office and Airtel Bangladesh Limited for introducing mobile commerce 
to rural people, as a vast majority of them have a mobile phone but no banking access. 
4.5 OUTSOURCED PARTNER-DBBL 
Airtel is working with DBBL to provide the mobile financial services to its subscribers. Since 
this is a bank-led model, most of the activities are being conducted by DBBL, such as the cash-
in, cash-out, P2P, etc. 
Airtel is responsible for providing the USSD (which for Airtel is the *400# menu), and the 
channel support. 
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CHAPTER 5 
THE JOB 
 
I have been appointed in Airtel Bangladesh‟s internship program in the m-commerce function of 
the Customer Service department, the internship period starting from May 2, 2013. 
5.1 JOB NATURE 
Because I held the position of an Intern, my job was not fixed in nature, and consisted of aiding 
my on-site supervisor according to his daily requirements for me. 
5.2 RESPONSIBILITIES AND CONTRIBUTION TO AIRTEL BANGLDESH LIMITED 
Throughout my term, the major tasks that I had been assigned to have been listed below: 
1. Preparing Daily Dashboards 
The m-commerce industry is relatively new in Bangladesh, and so, there is urgency for Airtel to 
keep up-to-date with the latest news and trends in m-commerce that is taking place, not only in 
the country, but also internationally, especially in the South Asian region. 
A dashboard is basically a brief summary of various pieces of the most recent and vital 
information, used in portraying the overview of a business. Therefore, my task is to browse the 
Internet and find the most relevant news on m-commerce around the South Asian countries and 
create a one-page report for my team to overlook. At the end of every day, I am to email the 
entire m-commerce team the report. 
Please find a few of the dashboards attached below, and more in Appendix-A. 
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The contribution of the dashboards to my team was that they got a quick glimpse of the latest 
happenings of the m-commerce industry, and they could base their decision-makings for new 
projects or meetings accordingly. 
2. Creating the m-Commerce Terminology Deck 
The m-commerce function started in August, 2012, (in collaboration with DBBL) and therefore, 
I had been assigned to create an official document, which consisted of all the terms and jargons 
in the m-commerce industry, in relation to Airtel Bangladesh. The document consisted of the 
following main headings: 
 Business Terminology 
 Financial Terminology 
 Legal and Regulatory Terminology 
 Risk Terminology 
 IT Terminology 
The main intent of this terminology document is to capture terms unique to m-commerce 
business with their meaning, and to bring it in one place, thus giving anyone interested in the m-
commerce function in Airtel Bangladesh (especially the new employees) a brief but substantial 
understanding. 
 3. Maintaining Log Sheets for DBBL  
Because of the numerous benefits of having a mobile banking account, the registered Airtel 
retailers, who are responsible for conducting the cash-in and cash-out transactions, are 
encouraged to open a mobile-banking account in accordance with DBBL.  
I have to keep a track of the completed account opening forms that come in from the territory 
managers at each district of Bangladesh, ensure that the forms have been correctly filled, all the 
necessary supplementary documents have been attached (such as the NID, business license, etc),  
and input all the required data into an Excel file. If there are missing documents or missing 
entries, I have to contact the Territory Manager in-charge of that agent, and explain the error, to 
be sorted out immediately. 
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After every two-weeks of data entry, I would arrange all the forms according to the database, and 
then have them sent to the DBBL-end, so the mobile-banking accounts can be created as soon as 
possible. 
A screenshot of the file has been shown below: 
 
This task contributes directly in making sure more retailers of Airtel Bangladesh have 
successfully opened a mobile-baking account.  
4. Contacting Airtel Registered Retailers to update the POS Code Database 
The database consisting of the full list of registered mobile-agents of Airtel is not updated. My 
task is to contact all these agents, situated all over Bangladesh, and to collect their POS code, 
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which is a unique retailer identification number. By having the POS code, the m-commerce team 
from head office of Airtel Bangladesh, will be able to send posters or other materials for the 
shops of the agents, which are essentially advertisements of the Airtel-DBBL mobile banking 
service.  
Here is the summary of the phone calls that I had made till now: 
Description 
Count of 
Calls 
Call back later 11 
Closed down business 4 
Code not known 25 
DONE 121 
Invalid number 2 
No answer 130 
Phone off 135 
(blank) 
 
Grand Total 428 
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A screenshot of part of the database has been shown below: 
 
Every successful collection of the POS code means that the POS items can be sent to the retailer 
quickly, that is the contribution of this task. 
5. Design the RASCI Matrix Official Manual  
The RASCI matrix is new software developed for all the departments of Airtel Bangladesh, and 
is basically a „responsibility assignment‟ matrix (RAM), designed to assign tasks to team 
members of a project, and to clarify expectations on the level of their participation. RASCIstands 
for: Responsible, Accountable, Support, Consulted, and Informed, and is intranet-based 
software, open for all employees of Airtel Bangladesh. 
Because this is a new tool for designing projects, most employees yet do not know how to use 
the software. Therefore, I have designed a detailed manual to give a step-by-step overview on 
how to use RASCI matrix.  
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By taking multiple screenshots for each stage of proceedings,   I have made a PowerPoint 
presentation that will take the user of the matrix from how to open an account at RASCI to how 
to successfully let the supervisor of the project know that the designated task has been completed 
successfully.  
A few screenshots of the manual have been attached below: 
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Although this was one of the last projects that I had been assigned during my term, this manual 
will greatly contribute to all the departments of Airtel Bangladesh in the near future, as such a 
manual will teach the employee how to use the matrix. Utilizing the matrix means projects can 
be organized very professionally, tasks can be assigned without leaving the desk, updates are all 
in real-time, and this will indefinitely boost inter-departmental communication. 
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6. Help in Organizing m-Banking Campaigns at Airtel Bangladesh Office Branches 
The situation was such in the offices of Airtel Bangladesh that many of the employees 
themselves did not yet have a m-banking account. As a result, they were losing out on being able 
to utilize the benefits of m-commerce. 
Therefore, on August 29, 30 and 31, 2013, campaigns were held in the Airtel branches in Banani, 
Uttara, Gulshan, Shyamoli and in other districts, and I had the responsibility of contacting the 
persons-in-charge from the DBBL end to make sure they were on time at the venue, and had the 
supplies necessary. 
This was a great way to introduce m-banking to the employees of Airtel Bangladesh, and many 
of the employees opened an account at the campaign itself. This will ensure that the employees 
receive their salary immediately, and they can carry out further transactions from their m-wallet. 
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7. Other Tasks/Assignments 
In addition to all these responsibilities, I have also done other tasks, which include,  
i. Performing Mail Merge in Microsoft Excel-Word, for the Finance department.  
ii. Helping the Human Resources Department create „Offer Letters‟ (screenshot shown 
below). 
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iii. Helping the Human Resources Department create „New Employee Hire Pro-forma 
Statement‟ Letters‟ (screenshot shown below). 
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These tasks contributed in completing one-time projects that were assigned to me. The HR team, 
in times of an urgent situation, has used my help to complete their work in new-employee related 
work. Thus, I myself have attained some skills outside of my own department, making my 
internship and knowledge-earned more versatile.   
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CHAPTER 6 
CRITICAL OBSERVATIONS AND SCOPES OF IMPROVEMENT 
Although, my internship term at Airtel Bangladesh was brief in duration, there were a few 
observations that I had made related to the m-commerce function, that in my opinion, has scope 
for improvement  
6.1 JOB POINT OF VIEW  
 In the preceding chapter, under sub-point number-3, I have described my task in maintaining 
log sheets for DBBL. 
The critical aspect of this job responsibility was that there was too much of physical activities 
involved. Large bundles of mobile banking account opening forms used to be sent to the m-
commerce function, and I had to check each file to ensure that everything was correctly 
provided. If there were discrepancies, the forms would have to be sent back to DBBL for 
correction. Also, the m-commerce team would have to wait for a certain number of correctly-
filled-in forms to be accumulated before sending them to DBBL for the green signal that 
these accounts can be authorized. 
 
Improvement: 
In this age of rapid technological advancements, I believe that this manual sending of forms 
from DBBL-Airtel-DBBL should be made redundant. Nowadays, smart phones can even be 
used to quickly scan a softcopy of any document.  
Therefore, after the territory managers fills out the mobile banking account opening form, 
s/he can scan the forms using a smart phone*, and make a file under lot number or the name 
of the retailers involved. These file can then be emailed to DBBL, who can forward it to 
Airtel, and vice-versa. From the Airtel Bangladesh-end, forms with discrepancies can be put 
in another folder with electronic notes next to the fields that need attention, and can be 
emailed to the DBBL-end. 
This will not only save time and space of keeping the bulky documents, but also make Airtel 
Bangladesh‟s mode of internal working more advanced.  
*Note: Each full-time employee is provided with an allowance to purchase a smart phone 
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 In the previous chapter, under sub-point number-4, I have described my task in contacting the 
Airtel Registered Retailers to update the POS Code Database 
The difficulty I had faced in this assignment was explaining to the retailers what exactly a 
POS code is.  
The POS code, in simple terms, is the retailer ID and this ID is provided to them by DBBL 
when the retailer has successfully opened the Airtel-DBBL mobile banking account. Each 
retailer must have this ID; otherwise they would not be able to use the account. 
However, because the retailers are not so educated in terms of the process of the model of 
mobile banking, most of the retailers I had contacted could not understand what code I was 
asking for. Even if they did, they were hesitant to disclose it, as they are frequently subject to 
fraudulence by prank callers, who use unfair tactics to transfer money away from the 
retailers. 
Therefore, it was tedious to explain to over a hundred retailers what the ID is, and that it is 
not something that can be used for fraudulent intentions. 
 
Improvement:  
What Airtel Bangladesh can do, in order to avert this problem in the future, is to not get the 
retailers involved in the first place. Because these POS codes are given to the retailers from 
the DBBL-end, Airtel Bangladesh can request DBBL to provide the complete database of 
Airtel-DBBL retailer list with POS code included. Perhaps, it seems that it would be far more 
convenient to the retailer him/herself the code, but I have seen that this process is too 
complex and lengthy.  
DBBL will understand the purpose of collecting the POS codes, without any explanations to 
be given, and so, this can be done very quickly and smoothly. 
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6.2 RESEARCH POINT OF VIEW  
Another aspect of my responsibility at Airtel Bangladesh Limited was to conduct research and 
find out the lacking in the mobile financial services provided by Airtel Bangladesh Limited 
through DBBL. 
For this task, I have used the websites of Airtel-Bangladesh, Airtel-India, Airtel-Africa (mainly 
Kenya). 
The reason for having chosen to compare the MFS in Airtel-Bangladesh against India and Africa 
is that the demographics in Bangladesh, India and the countries in Africa are relatively similar, in 
terms of mobile phone usage. 
In a report published in the European Financial Review, it has found that, “in Bangladesh, 57% 
of its 150 million inhabitants have a mobile phone, but only 13% have a bank account. India has 
a population of 1.2 billion with 900 million mobile phones but only 250 million bank accounts” 
(Gupta, 2013). 
In Kenya, 93 percent of the 43 million inhabitants are mobile phone users, and only 15 million 
Kenyans have a bank account (Bindra, 2012).  
Graphically, we have the following numbers: 
Country 
Total 
Population 
No. of Mobile 
Users 
No. with Bank 
Account 
% Mobile 
Users % Unbanked 
Bangladesh 150,000,000 85,500,000 19,500,000 57 % 87 % 
India 1,200,000,000 900,000,000 250,000,000 75 % 79.16666667 % 
Kenya 43,000,000 39,990,000 15,000,000 93 % 65.11627907 % 
Bangladesh, India and Kenya are not yet in the group of developed countries, and all three 
countries have over 50 percent of the population having a mobile phone and also, 50 percent of 
the population without a bank account. Also, because Airtel operates in all three of these 
countries, it would be easier to make recommendations for Airtel Bangladesh, as it can get a 
realistic idea of the things it can replicate from the partner countries. 
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It should be noted that Airtel Bangladesh has yet to receive permission from the BTRC to have 
its own channel to provide MFS to its subscribers, whereas Bharti Airtel and Airtel-Africa has 
already achieved that and has branded its m-commerce services under the name “Airtel Money”. 
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1. Comparison at a Glance  
Below, in tabular form, I have given the basic differences in services provided by Airtel 
operating in Kenya, India and Bangladesh. 
  KENYA INDIA 
BANGLADES
H 
Cash 
Deposit/Withdrawal 
Cash-in and cash-out Cash-in and cash-out 
Cash-in and 
cash-out 
Platform Own platform Own platform 
 Authorized 
DBBL 
branches 
Top up 
Top up airtime to any 
Airtel number   
Top up airtime to Airtel 
account. 
Top up airtime 
to Airtel 
prepaid 
account. 
Money Transfer 
Send money using Airtel 
money 
Send money using Airtel 
money 
Send money 
from using 
Airtel-DBBL 
mobile banking 
account to 
other  Airtel-
DBBL mobile 
banking 
accounts 
Bank Transactions 
 
Money transfer to bank 
account 
Not available 
Own bank account 
Other bank account 
Bank balance 
Bank statement 
 
Payment Services 
Pay for electricity and gas 
bills  
Pay for electricity and 
gas bills  
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Dish TV Bill Internet bills 
mSlaray - 
Payment of 
salaries to 
employees  
  Dish TV Bill 
  Insurance 
   
  Donations 
mDonation – 
Airtel users can 
donate to 
JAAGO 
Foundation 
using DBBL 
mobile bank 
account 
    
    
      
Online Purchases 
Online shopping and 
payments  
Online shopping and 
payments  
Not available 
Bookings 
  Movie ticket  
Not Available  
 Airlines  Airlines  
  Taxi 
  Bus ticket  
Remittance  Not Available Not Available 
Receive 
remittance  
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2. Website of Airtel Bangladesh Limited: m-Commerce Section 
The first point-of-comparison is the m-commerce section of the Airtel Bangladesh website 
against that of the m-commerce section of Airtel operating in the African countries, and I have 
made the observation that the one in Airtel Bangladesh is far less informative and far less 
interactive than the ones in the African countries. 
The few changes that can be made to the Airtel Bangladesh m-commerce website are as follows: 
 Make the m-commerce section more visible in the homepage of Airtel Bangladesh Limited 
 
 
 
 
 
 
 
 
 
 
Airtel Bangladesh Website (Source: http://www.bd.airtel.com/index.php) 
As you can see in the above screenshot from the Airtel Bangladesh website homepage, the m-
commerce section, circled with yellow-color, has not been high-lighted, whereas mobile banking 
has huge potential in the country, in terms of gaining revenue for both Airtel Bangladesh and its 
partners, and increasing the subscriber base.  
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 Use graphics that are locally more familiar 
The screenshot below shows the webpage of the m-commerce section of Airtel Bangladesh: 
(The circles in yellow-color have been added to draw focus on that part of the screenshots). 
Airtel Bangladesh Website > m-Commerce (Source: www.bd.airtel.com/services.php?cat_id=44) 
My suggestions for improvement in this webpage are explained below: 
I. One reason why m-commerce is gaining popularity in Bangladesh is that a vast majority 
of the population is still does not have a bank account, but has a cellular handset. The 
existence of these two situations simultaneously gives m-banking a huge opportunity to 
attract that target group. Also, majority of those who do not have a bank account are from 
the rural, underdeveloped areas of the country, and it can be expected that although they 
do not have smart-phone, they do own a mobile handset, just for using the basic functions 
such as making phone calls. 
Therefore, my suggestion is to have the smart-phone used as a demo (which shows how 
the m-banking works) replaced to a regular mobile handset.  
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This will show that m-banking does not require a smart phone and can be used by the 
masses. 
If you see in the screenshot below, taken from the m-commerce section of the Airtel-
Sierra Leone, you can see that a smart phone has not been used, as most of the users in 
that location do not own one.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Airtel-Sierra Leone (Source: www.africa.airtel.com/wps/wcm/connect/africaairtel/sierra/airtelmoney) 
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II. A young girl has been used in the webpage as a model to promote m-banking, seen on the 
top right corner. If that is the case, then the m-banking facilities provided by Airtel-
DBBL should be youth-centric. The findings show that m-banking is actually aimed at 
the unbanked population, most of which are living in the rural areas.  
Therefore, my suggestion is to use perhaps, a farmer in the rural village who has received 
money from his son in the city, or a daughter teaching her elderly mother how to use m-
banking. This will show the range in the target group of people involved. 
In the pictures below, taken from the Airtel Kenya website, you can see that this simple 
picture shows that Airtel m-commerce is for all generations.  
  
Airtel Kenya (Source: 
www.africa.airtel.com/wps/wcm/co
nnect/africaairtel/kenya/airtelmon
ey) 
 
Airtel Kenya (Source: 
www.africa.airtel.com/wps/wcm/connect/africaairtel/kenya/airtelmoney) 
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III. For the Airtel website to be more comprehensive, I believe it will be better to have a 
section that lists all the achievements and partnerships Airtel has formed with partners, 
related to m-commerce. 
Not only will people have a better idea of that is going on in Airtel Bangladesh, but it will 
make m-commerce more credible.  Pictures of agreements can be added. Examples are 
shown below: 
 
Airtel partnership with DBBL to facilitate mobile 
banking-August 2012 
Source: http://www.newagebd.com/detail.php?date=2012-08-
26&nid=21368 
 
 
 
Airtel-DBBL agreement with ACI Limited- 
Shwapno superstores- July 2013 
Source:http://www.forethoughtpr.com/Content.php?pageType=
NewsEvents&Type=10&id=300&category=&Page=News_Eve
nts 
 
 
 
Airtel partnership with a21 program of UNDP-
August 2013 
Source: 
http://thebangladeshtoday.com/business/2013/08/airtel-
proud-partner-of-access-to-information-a2i 
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IV. Airtel m-commerce should have an agreement with DBBL to upgrade the system that 
would allow for opening a mobile-banking account online. This would be very 
convenient for users of Airtel connection with Internet access to open a mobile wallet on-
the-go. 
Please see the picture below, taken from Airtel India, Airtel Money section, which allows 
for easy account opening. 
 
Airtel India (Source: http://www.airtel.in/money/register-now/) 
Because the m-commerce function in Airtel Bangladesh is bank-led, i.e., DBBL, this can only be 
possible via DBBL upgrading its entire system, to allow for online registration. Though this may 
not possible very soon, I believe that if this is done, Airtel-DBBL can enjoy benefits of being the 
first ones to do it in Bangladesh.   
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3. Agreements in Attracting the Youth/Mass or Varieties in Services 
Though the Airtel-DBBL mobile banking service is very convenient and has many features, in 
my opinion, the two partners should, in the very near future, sign more agreements with various 
organizations. Also they should have a more diverse set of offers. 
The screenshots below have been taken from Airtel m-commerce websites of India and Sierra 
Leone, and how Airtel Bangladesh-DBBL can provide such services are explained.  
Airtel India‟s Mobile 
banking services include 
booking railway tickets, as 
it partnered with Indian 
Railways Catering and 
Tourism Corporation 
(IRCTC). In Bangladesh, 
Airtel can sign agreement with Bangladesh Railway through DBBL, or even some long-route bus 
companies, so that Airtel subscribers and mobile bank holders can purchase the tickets 
conveniently. This can be a great feature. 
Another feature Airtel can 
add to attract the youth in 
specific is to partner up with 
movie theatres, like 
Bashundhara Mall‟s 
Cineplex, or Jamuna Future 
Park‟s Blockbuster. Also, it 
can give special offers for those booking tickets via Airtel-DBBL mobile banking account. 
Nowadays, it is a trend among the young and even families to go out for watching a movie, due 
to a shortage in other forms of recreation in the city. Therefore, this can be a good way for both 
Airtel-DBBL, as well as the movie theatre in concern to boost revenue.   
Airtel India (Source: www.airtel.in/money/register-now/ 
 
 
Airtel India (Source: www.airtel.in/money/register-now/ 
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One other feature that 
Airtel can add with 
DBBL is to introduce 
simple offers aimed at the 
mass, such as the one 
showed on the left, which 
has been taken from 
Airtel-Sierra Leone.  
  
Airtel-Sierra Leone 
(Source: www.africa.airtel.com/wps/wcm/connect/africaairtel/sierra/airtelmoney) 
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CHAPTER 7 
LEARNING 
 
7.1 ORGANIZATIONAL LEARNING  
At Airtel Bangladesh, I have learned some valuable lessons in the m-commerce field. Because 
mobile banking is an emerging trend, I was very satisfied in getting the opportunity to work in 
thus field. I am sure I will be able to do more with this knowledge I have gained in my future 
careers, as more corporations will be converting to mobile banking in for all its transactions. 
7.2 SELF LEARNING  
There are many things which I was not taught by pen-and-papers, but I have picked up during 
my tenure at Airtel Bangladesh through observation and experience. These include, professional 
conduct of behavior in a corporate environment, the importance of time management and 
punctuality, how to multi-task and prioritize, and how to maintain cordial professional 
relationships with the higher-ups of an organization.  
I believe all of the practices will make me more able and confident, and will make me a better 
contender in the job market for the future.    
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CHAPTER 8 
CONCLUSION 
Although, Airtel Bangladesh is one of the top telecom operators in Bangladesh, one of the huge 
problems it faces is the poor quality of network (Teleinfo, 2012), which in turn, discourages 
many potential users to switch to operators providing far better network, such as Grameenphone, 
which bags 42 percent of users (Chowdhury, 2013). 
Therefore, Airtel should focus on some other ways to increase its consumer-base. Because m-
commerce is an emerging concept in Bangladesh, and because there is a huge unbanked 
population yet to be captured, Airtel Bangladesh has huge potential. 
Some statistics from this year, taken from The Financial Express (Islam, 2013) include: 
 “3 million people now use different mobile banking services…with [the] volume of 
transactions between BDT 300million and BDT 350million, per day.  
 “60 percent of the population does not have access to financial services due to 
poverty, and a lack of education and awareness are the main obstacles.  
Also, this May, 2013, Bangladesh became the latest nation with at least 100 million active cell 
phone users – a milestone reached so far by only 12 countries in the world. “Bangladesh has 
now joined South Asian neighbors:  India (862m) and Pakistan (122m). The others are China (1-
billion users), Russia, Brazil, the United States, Indonesia, Japan, Germany, the Philippines and 
Nigeria” (Chowdhury, 2013). 
These latest facts imply that there is the possibility of m-commerce taking over the unbanked 
population very soon. 
With the suggestions I have mentioned, I believe that if Airtel can get approval from DBBL, the 
subscriber-base can boom, and we might see a revolutionary change in the way Airtel‟s m-
commerce function shapes the mobile banking future of Bangladesh.   
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APPENDIX-A 
DAILY DASHBOARDS 
The following nine screenshots are of the dashboards that I prepared everyday for the m-
commerce team. Over the course of my internship period, I have created fifty dashboards.  
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